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Abstract

This research aims to study the influence of advertising on online social network to
consumer response process. The sample in this research is 385 Thai people who have used any
kind of online social networks. The questionnaire is used to collect data which are analyzed by
frequency, percentage, mean, standard deviation, Independent sample t-test, One-Way Analysis
of Variance and Pearson Product Moment Correlation Coefficient.

The research results revealed that:

1. Most of online social network users are female, aged 16-25 years old, single status and
have earned a bachelor degree or equivalent, private company employees and having income
5,001-15,000 Baht per month. Facebook is a social network that is used the most and frequently.
The main using purpose is to connect with friends. They use online social network for 2-3 hours
everyday during 8.01 p.m.—00.00 a.m. with more than 4 years of online social network experience.
The most perception of online social networks advertising is from Facebook at moderate level.
The response process factors found that most of online social network users response at low
level.

2. The result of hypotheses testing found that:

2.1 Online social network users with the different gender, age and occupation have
different response process at statistically significant level of 0.05.

2.2 Online social network users with the different using purpose, online social network
experience, and using duration have different response process at statistically significant level of
0.05.

2.3 The perception of direct advertising from network of friends on online social
network, direct advertising on online social networks, and indirect advertising of a group on
online social network have relationship with response process at statistically significant level of

0.05.
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